
MARKETING 


AGENCY OVER VIE 


STRENGTHS 

• Full Service Promotion Agency 

• $18.5 million annual billings 

• 130 dedicated marketing professionals 

• Offices: Milwaukee, New York, Washington DC, New Orleans, San Francisco 

• Established 1979 


ACHIEVEMENTS 

• Promo Magazine - Ranked #1 Promotion Agency in the U.S. 

• Advertising Age - Ranked largest Event Marketing Agency 

• PMAA Reggie Award Winner 

• Brandweek - Awarded Best “Interactive” Promotion of the Year 

• Inside PR - Creativity in Public Relations Award 

• Promo Magazine - World Pro Award 


CLIENTS 

• Aixwalk Footwear 

• Apple Computer 

• AT&T 

• Chateau Ste. Michelle 

• Flemming Company 

• Fossil Watch 

• GE Lighting 

• JanSport 


Jim Beam 
Johnsonville Foods 
Kraft Foods 
M & M Mars 
Miller Brewing Company 
Milwaukee Joumal/Sentinel 
Molson Breweries 
Nintendo of America 


Philip Morris 
Rubbermaid 

San Francisco Chronicle 
SC Johnson 
Sherwin-Williams 
Wrangler 


QUALIFICATIONS 

• Strategic Planning 

• Sales Promotion 

• Partnership Promotions 

• Military/Intemational Marketing 

• Sampling 

• Interactive Technologies 

• Entertainment Marketing 

• Event/Field Marketing 


• Fulfillment 

• College Marketing/Advertising 

• Graphic Design 

• Custom Touring Vehicles 

• Retail Promotions 

• Media Merchandising 

• Public Relations 


ASSOCIATIONS 

AMA American Marketing Association 
IAFE International Assoc, of Fairs & Expositions 
NACA National Assoc. College Activities 
NACS National Assoc, of College Stores 
NRA National Restaurant Association 
PMAA Promotion Marketing Assoc, of America 

REFERENCES 

Available upon request 
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Event Marketing 
Concept Development 
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1. BRAND IDENTIFIES OPPORTUNITIES AND NEED FOR 

EVENT PROGRAM. 

2. Events Group Defines objectives with brand and 

DEVELOPS CREATIVE BRIEF. 

3. events Group Solicits concepts from agencies- 

usually at least three. 

4. AGENCIES present preliminary concepts to 

events group. 

- considerations should be target 

DEMO, GEOGRAPHIC LOCATIONS, 
SEASONALITY (IF APPLICABLE) AND BRAND 
POSITIONING. 

- VISUAL AS WELL AS CONCEPTUAL. 

- FULLY INTEGRATED PLAN. 

5. EVENTS GROUP MAKES RECOMMENDATIONS TO BRAND, 

WITH OR WITHOUT AGENCY. 

6. Brand Provides input and identifies concepts 

FOR CONSIDERATION. 

7. EVENTS GROUP FINE TUNES CONCEPT WITH AGENCY - 

ENSURES BRAND OBJECTIVES ARE MET. 

8. AGENCY PRESENTS FINAL PLAN AND VISUALS. 

9. BRAND APPROVES CONCEPT. 

GMR Marketing 1995 
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Event Marketing 
Program Execution 


1. brand Identifies event needs. 

2. Events Group Bids program execution to agencies - 

AT LEAST THREE. 

3. Agencies present preliminary budget estimates 

AND REDEFINES PROGRAM. 

4. Events Group evaluates budgets and program- 

fine-tunes with agencies. 

5. Events Group presents to Brand, with or without 

agency. 

6. Brand approves final program and budget. 

7. events Group awards program to agency. 

8. Events Group develop timelines and executional 

& Agency plan. 

9. Events Group execute program. 

& AGENCY 

10. ALL PROGRAM RECAP AND EVALUATION. 


GMR Marketing 1995 
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